This study aims to test some antecedents and consequences of place attachment in a structural model. Ecotourism destination image and perceived value are specified as the antecedents of place attachment, while satisfaction and intention loyalty act as its consequences. This model was tested on 218 visitors to Tanjung Puting National Park (TPNP) in Central Kalimantan, Indonesia. TPNP is the largest rehabilitation centre for orangutans and is promoted as one of the ecotourism destinations in Indonesia. SmartPLS 3.0 Professional was employed to assess the convergent and discriminant validity of the measurement items for each construct and structural model. The findings confirmed seven out of ten hypotheses. Theoretically, this study's findings contributed to expanding the tourist loyalty model; in terms of managerial implications, this study can be utilized in the marketing of ecotourism destinations.
Introduction
The term 'ecotourism' emerged in the late 1980s as a direct result of the world's acknowledgment and reaction to sustainable practices and global ecological practices [13] . Ecotourism refers to responsible travel to some natural conservation areas and which improves the welfare of local people [54] . It is currently considered to be a growing niche market within a larger travel industry and is potentially being turned into an important sustainable development tool ( [58] , p. 7). Tourists visiting ecotourism destinations are known as ecotourists. They are particularly interested in wilderness settings and pristine areas ( [58] , p. 7), are highly committed to the environment, support enhanced sustainability, are eager for physical activity and challenging experiences, travel in small groups, take longer trips, demand fewer services, make their ICOI-2018 own travel arrangements, and more actively seek information than general tourists [31] . Ecotourists' decisions to visit an ecotourism destination (i.e., a National Park) is allegedly related to place attachment [57] .
Place attachment refers to an individual's affective bond toward a certain environment [15, 26] ; or an emotional and symbolic relationship shaped by an individual with a certain place [57] . Place attachment is formed because an individual forms a place identity and place dependence with a certain place (Williams et al. 1992 ; [35, 57] ).
Place identity itself refers to an emotional component of attachment which signifies a symbolic meaning of a place as an emotional repository and offers a relationship giving life meaning and purpose [57] ; it is further interpreted as an element of self-identity to enhance one's self-dignity and sense of belonging toward his or her community [28, 32, 57] . Meanwhile, the second dimension (place dependence) signifies a functional meaning of a certain place. In other words, place dependence refers to several conditions and functions considered important in fulfilling one's needs and purposes [57] .
Some previous studies have revealed that place attachment is the antecedent of satisfaction [43, 46, 60] and intention loyalty [1, 6, 23, 35] . In spite of the fact that those previous studies have stated that place attachment directly and significantly influences intention loyalty, some inconsistent findings have been detected when tourists' origins have been analyzed, proving that place attachment only significantly influences intention loyalty among international tourists, yet is insignificant for domestic tourists [37] . Furthermore, the descriptive analyses in previous studies have also revealed some inconsistencies, as shown by averagely high place attachment value for certain national parks; however, the results were not in line with the average frequencies of tourist visits to those parks [38] . As a conclusion, place attachment's role as the antecedent of tourist loyalty needs to be further empirically tested.
Furthermore, other previous studies have also illustrated that place attachment acts as a consequence of several cognitive components, such as destination image [17, 43] . Hence, place attachment can possibly be influenced by every concept within the framework of cognitive components, including perceived value. Perceived value itself is one of the key concepts attracting various marketing researchers [7] . It is tightly related to the perception on received benefits and money spent by costumers [61] .
Some tourism studies have revealed that perceived value is the consequence of destination image [51] and the antecedent of satisfaction [7, 8, 51] . However, the further role of perceived value as the antecedent of place attachment has not been empirically ICOI-2018 tested by previous empirical models, despite theoretically being related to the cognitive components acting as the consequences of affective components ( [39] , p. 394; [12] ). Therefore, this study aims to test the antecedents and consequences of place attachment in a structural model within these specifications: ecotourism destination image and perceived value as the antecedents of place attachment and satisfaction and intention loyalty as the consequences of place attachment.
Literature Review

Ecotourism destination image
Image is a key construct in destination positioning [42] . Destination image itself is a mental representation of knowledge, feeling, and the overall perception of an individual toward a certain destination [16] and has an important influence on tourist's consumption behavior [4] . As a relatively newly developed concept in tourist behavior study, researchers have not reached a consensus on the best measurement method.
Some researchers employed a multiattribute approach ( [7, 47] ; Echtner & Ritchie, 1993; [33] ) and others used a single-item method [3] . Items to measure destination image also varied based on specific characteristics of each tourism destination used as the research setting. Previous findings of empirical studies revealed that destination image is the antecedent of perceived value [51] , place attachment [43] , satisfaction [2, 34, 43] , and intention loyalty [2, 7, 34, 45] . Hence, four hypotheses are formulated as follows:
H1: There is a significant and direct relationship between ecotourism destination image and perceived value.
H2: There is a significant and direct relationship between ecotourism destination image and place attachment.
H3: There is a significant and direct relationship between ecotourism destination image and satisfaction.
H4: There is a significant and direct relationship between ecotourism destination image and intention loyalty.
Perceived value
The concept of 'perceived value' emerged as a defining business issue in the 1990s, and has continued to receive extensive research interest in the present century [20] . Perceived value is defined as the overall assessment of consumers regarding a product's utility based on their own perceptions of what is received and what is given [61] . In other words, perceived value is a perceived benefit of the cost spent by consumers on a product or service and measured post-consumption. 'Cost' and 'benefit' are included in cognitive components ( [39] , p. 394). In the context of tourism, perceived value can be measured through 6 (six) indicators [21] . Some findings from previous empirical studies have revealed that perceived value recorded a positive and significant effect on satisfaction [7, 8, 51] . Moreover, perceived value is also reported to directly influence intention loyalty [7, 8, 37] . Referring to Four-stage Loyalty postulates ( [39] , pp. 394-395), which stated that cognitive components are the antecedents of affective components (which simultaneously act as conative components' antecedents), then perceived value is allegedly capable of influencing place attachment. Therefore, the fifth to seventh hypotheses are formulated as follows:
H5: There is a significant and direct relationship between perceived value and place attachment.
H6: There is a significant and direct relationship between perceived value and tourist satisfaction.
H7: There is a significant and direct relationship between perceived value and intention loyalty.
Satisfaction
Satisfaction is one of the core marketing concepts ( [30] described place satisfaction as a multidimensional summary of a setting's perceived quality. It is viewed as an utilitarian value of a certain place to meet certain basic needs, ranging from sociability to services to physical characteristics [50] . According to Gallarza et al. (2013) , tourists' satisfaction with their visits to particular tourism destinations can be measured by three indicators (as illustrated in Table 2 ). The findings of previous empirical studies have revealed that place attachment directly influences ICOI-2018 satisfaction [43, 46, 60] . Referring to those previous studies, the 8 ℎ hypothesis is formulated as follows:
H8: There is a significant and direct relationship between place attachment and satisfaction.
Intention loyalty
Loyalty is a strategic, fundamental component for companies [3] . Hence, a successful marketing strategy is not only to focus on the effort to win over new consumers, but also to build loyalty among existing consumers by paying a hefty price for it [40] .
Consumer loyalty refers to consumers' commitment to consistently repurchase or subscribe to a product or service they like in the future, although situational influence and marketing effort potentially cause switching behavior ( [39] , p. 392). Lovelock and Wirtz (2011, p. 338) posited that consumer loyalty is consumers' willingness to continuously subscribe to a certain company in the long term and exclusively; furthermore, consumers are also willing to recommend products to others. In tourism, tourist loyalty can be measured by intention loyalty [18, 19] and behavioral intention or future behavior [7, 33] . Several previous studies revealed that tourist loyalty is directly influenced by place attachment [1, 6, 23, 35] and satisfaction [2, 7, 8, 11, 19, 22, 34, 37, 44, 51, 52] .
Therefore, the ninth and tenth hypotheses are formulated as follows:
H9: There is a significant and direct relationship between place attachment and intention loyalty.
H10: There is a significant and direct relationship between satisfaction and intention loyalty.
Methods
Sample and data collection
This research used a sample of visitors to Tanjung 
Variables and measurement
Data analysis
The test for the measurement model and the hypotheses proposed in this research were analyzed using PLS-SEM and processed with SmartPLS 3.0 Professional [48] .
PLS is an SEM approach based on the recurrent combination of main components and regression to explain the variance of model constructs [9] . PLS allowed researchers to avoid bias and inconsistent estimate parameters. Hence, it served as an effective analytical tool to test the interaction between variables while minimizing Type II mistakes and allowing an analysis of small samples [10, 14] . The PLS-path model also permitted ICOI-2018 researchers to conceptualize higher-order factors using a recurrent manifest variable [10, 29, 53] . A structural model developed with PLS-SEM did not need to be evaluated with GoF, because it would derive sufficient results from the measurement model and structural model ( [24] , p. 186).
Results and Discussion
Measurement model
Constructs utilized in a developed research model must be the result of valid and reliable instruments or measurement tools. Instrument validity can be measured by convergent validity. Validity test results proved that, beside the sixth indicator of place dependence (PD6), all the research variables were declared to fulfil the convergent validity test, because all of them recorded loading factors of more than 0.50 and AVE of more than 0.50 for both the first and second order, and composite reliability of more than 0.70. Moreover, it also fulfilled the discriminant validity value, because the square-root of the AVE value for each variable was higher than the correlation rate between each variable based on the FornellLarcker criterion. 
Structural model
The evaluation results of the collinearity diagnostic for this research's structural model proved that VIF values between constructs were higher than 0.20 and lower than 5.00; thus, it was not necessary to eliminate a construct or combine some predictors iton one construct ( [24] , p. 170). Therefore, the structural model assessment to find out the significance of the path coefficient, prediction power (R 2 ), and predictive relevance (Q 2 ) could be processed. proved that exogenous constructs had predictive relevance for endogenous constructs, because its value was more than 0. Furthermore, seven out of the ten hypotheses in this research were supported.
The first hypothesis, 'there is a significant and direct relationship between ecotourism destination image and perceived value', was supported. This finding shows that visitors' perceived value of TPNP is in line with TPNP's appropriateness as an ecotourism destination. This is consistent with the findings of Sun et al. (2013) . The second hypothesis, 'ecotourism destination image has a direct and significant influence on place attachment', was supported. This finding proves that visitors' place attachment toward TPNP will increase as TPNP's aptness as an ecotourism destination improves. This finding confirms previous findings [17, 43] . The third hypothesis, 'there is a significant and direct relationship between ecotourism destination image and satisfaction', was not supported. This study reveals that ecotourism destination image had no direct influence on tourist satisfaction, but it was mediated by perceived value and place attachment. This result contradicts the previous findings [2, 7, 34] . The fourth hypothesis, 'there is a significant and direct relationship between ecotourism destination image and intention', was rejected. This finding illustrates that the relationship between ecotourism destination image and intention loyalty was mediated by place attachment.
Hence, this finding does not support the previous research, which states that there is a significant and direct relationship between ecotourism destination image and intention [2, 7, 34] . The relationship between perceived value and place attachment formulated in the first hypothesis was supported. This finding demonstrates that the higher the perceived value of TPNP, the higher the place attachment of its visitors shall be. This finding is one of the empirical proofs which supported the postulates of the between perceived value and intention loyalty', was rejected. This study finds that the relationship between perceived value and intention loyalty was mediated by satisfaction. Therefore, the previous findings [7, 8, 37] are not supported by this study.
Moreover, the consequence of place attachment, formulated in the eighth hypothesis as 'there is a significant and direct relationship between place attachment and satisfaction', was supported. The previous empirical findings [43, 46, 60] are supported by this study. The ninth hypothesis, 'there is a significant and direct relationship between place attachment and intention loyalty', was supported. This finding is consistent with the previous studies [1, 6, 23, 35] . Finally, the tenth hypothesis, 'there is a significant and direct relationship between satisfaction and intention loyalty', was accepted and proved to be in line with the previous studies [2, 7, 8, 11, 19, 22, 34, 37, 44, 51, 52] .
Implications
Theoretical implications
Theoretically, these findings affect the development of the consumer behavior model, particularly in terms of post-purchase behavior based on cognitive perspective. The 
Managerial implications
TPNP visitors are tourists with a high level of place attachment, satisfaction, and intention loyalty. They perceive TPNP as a suitable and profitable ecotourism destination.
Taking this into consideration, TPNP's management should maintain its current condition and uniqueness as the habitat for numerous types of vegetation and wildlife with orangutans as its flagship attraction. Furthermore, it should also withhold the natural condition along the Sekonyer river, maintain the 'Klotok' which are looked after and owned by local people, and distribute economic profit to local people through tour packages involving them.
However, the use of 'Klotok' is not connected with a professional marketing network and tends not to fulfill the minimum operational standard. Increasing numbers of visits would prompt an additional number of 'Klotok' and possibly overwhelm the existing support system and disturb the wildlife surrounding TPNP. Therefore, TPNP needs to be managed by integrating all ecotourism services provided by TNTP, at least by implementing the two policies detailed as follows. Firstly, to avoid overcrowding in the orangutans' feeding locations, there should be a policy to divert tourist routes and limit 'Klotok' entry per day by adding new 'spots'. Secondly, the management should provide regular training and certification for all 'Klotok' owners and operators in order to improve the minimum standard of ecotourism services in TPNP.
